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2QHFKRLFHRIDFRQVXPHULVDSDUWRIDFRQWLQXRXVVHULHVRIGHFLVLRQVPDGHE\WKHFRQVXPHUDQGWKHVHGHFLVLRQV








SURGXFWV RQ ODWHU SXUFKDVHV RI YLUWXH FDWHJRU\ SURGXFWV +RZHYHU WKHUH KDV EHHQ QR UHVHDUFK RQ ODWHU SXUFKDVH






XVLQJ VKRSSLQJ GDWD 7KXV ZH DWWHPSW WR YHULI\ WKH HIIHFW RI SULRU SXUFKDVH RI YLFH FDWHJRU\ SURGXFWV RQ ODWHU
SXUFKDVLQJEHKDYLRU:HRUJDQL]HWKHUHVWRISDSHUDVIROORZV,QVHFWLRQZHPDNHDEULHIUHYLHZRIWKHVHTXHQWLDO
YLH RI FRQVXPHU¶V FKRLFHV HVSHFLDOO\ IRFXVLQJ RQ WKH OLFHQVLQJ DSSURDFK ,Q VHFWLRQ  ZH GHYHORS EHKDYLRUDO







































FLUFXPVWDQFHV DV YLUWXHYLFH EDODQFH LQ WKH VKRSSLQJ EDVNHW /LFHQVLQJ HIIHFW UHIHUV WR WKH SKHQRPHQRQ ZKHUH
SUHYLRXV SXUFKDVHV RI YLUWXH FDWHJRU\ SURGXFWV LQFUHDVHV WKH VHOIFRQFHSW RI WKH FRQVXPHU DQG LQIOXHQFHV ODWHU































!   
%DVHGRQWKHDERYHPHQWLRQHGGHILQLWLRQRISUHYLRXVSXUFKDVHFLUFXPVWDQFHVFXVWRPHUVZKRDUHWREHDQDO\]HG
DUHLGHQWLILHGDQGWKHLQIOXHQFHRQODWHUSXUFKDVLQJEHKDYLRULVPHDVXUHG-XVWDVLQWKHDERYHPHQWLRQHGK\SRWKHVHV







LQ WKLVSDSHU DOVR WKH VWRSSLQJ DW DSURGXFW VHFWLRQZLOO EHKDQGOHG DVJRLQJ LQWR VKRSSLQJPRGH)LQDOO\ZKHQ













































WR WKH YLUWXH FDWHJRU\SURGXFW VDOHV DUHD EHFRPH OHVV DQG WKHUH LV QR HIIHFW RQ WUDQVLWLRQ WR VKRSSLQJPRGH DQG
SXUFKDVHRIYLUWXHFDWHJRU\SURGXFWV,QVKRUW+DQG+ZHUHQRWVXSSRUWHGDQGWKHUHVXOWZDVWRWDOO\RSSRVLWHIRU
+6LQFHQRYLVLWWRWKHVDOHVDUHDLPSOLHGWKDWWKHUHZDVQRWUDQVLWLRQWRVKRSSLQJPRGHDQGWKHFXVWRPHUGLGQRW
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